Mobile technology has begun to transform the way young retail consumers shop, allowing them more intermediate control over purchasing process. With competition accelerating in retail industry, mobile devices have been used widely in delivering value-added services. Hence, mobile commerce is likely to make a strong influence on business activities, consumer behavior, as well as national and global markets. The purpose of this paper is to identify key factors influencing customer satisfaction and loyalty in mobile commerce by empirically-based research questionnaire. Based on previous literature, the paper builds sets of customer satisfaction and loyalty constructs for mobile commerce. Significant constructs and their relationships are examined by m-commerce satisfaction model employing structural equation model. Research findings indicate that all constructs significantly affect Smartphone customers' satisfaction, except for the price. Furthermore, satisfaction has moderately strong influence on Smartphone customer' loyalty. The implication of this research to researchers and practitioners is discussed.
.
According to Eurostat (2014) Due to benefits of m-commerce unlike existing types of commerce as well as its rapid growth, an increasing discussion on m-commerce appears in the literature in recent years (Choi et al, 2008; Dai and Palvia, 2009; Gupta and Madan, 2012; Kabir and Hasin, 2011; Lin and Wang, 2006; Wu and Wang, 2005) . Moreover, customer satisfaction and loyalty in mobile commerce as key factors to m-commerce success are still not sufficiently examined -most of the researches paid attention to the customer's intention to accept m-Internet, rather than customer satisfaction in mobile commerce.
The student population is referred to as a large part of consumer Y generation in the research literature, highly aware of using digital tools in different purposes even in the process of buying goods and services (Archana and Heejin, 2008; Rahman and Azar, 2011 (Bruner and Kumar, 2003; Choi et al., 2008; Kabir and Hasin, 2011; Kalakota and Robinson, 2001; Wu and Wang, 2005) . Section two deals with the relevant studies to obtain both theoretical and methodological background. The research design is explained in Section three, whilst the results and model outcome are analyzed in Section four. The paper ends with discussion and conclusions in the final Section.
MOBILE COMMERCE DEFINITIONS AND ATTRIBUTES
Since mobile commerce is fully enabled throughout wireless technology, Chaffey (2007: 132) defines mobile commerce as electronic transactions and communications conducted by using different mobile devices and with the wireless connection. Also, Laundon and Traver (2007: 84) emphasize that mobile commerce is using traditional e-commerce models by leveraging wireless technologies.
According to Tiwari and Buse (2007) , mobile commerce is described as any transaction, involving the transfer of ownership or rights to use goods and services, which is initiated or completed by using mobile access with the help of electronic devices, such as Personal Digital Assistant (PDA) or Smartphone. Tarasewich et al. (2002: 42) Lee et al. (2007) measured the success of e-commerce as the intention to adopt e-commerce tools. Choi (1) interaction quality,
environment quality, and (3) Table 1 .
Based on the derived important factors listed in Table 1 and features 
METHODOLOGY AND SAMPLE
The research survey was conducted on student Table 4 shows relative frequency of sample characteristics. and m-satisfaction model is shown in Figure 1 .
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ANALYSIS AND RESULTS
In
The model and research design are in line with similar studies conducted for the retail industry (Hair et al., 2013) .
To test the research hypothesis and investigate the relationships between antecedents of customer satisfaction and their satisfaction and loyalty, this study used SmartPLS software. All model estimations were conducted on meancentered data using the path weighting scheme (Ringle et al., 2005) . Descriptive statistics and normality of data were calculated using the SPSS software.
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Dužević, Ines et al The constructs also meet the Fornell-Larcker criterion of discriminant validity (Fornell and Larcker, 1981) meaning that all the constructs are sufficiently distinct for structural model assessments (Table 5) Numerous studies pointed out the importance of ease of use for customer satisfaction and behavioural intentions (Chong and Marthandan, 2008; Ofori et al., 2016; Özer et al., 2013; Wu and Wang, 2005) . The results revealed that fulfilling the customers' expectations regarding a level of price for using m-Internet does not significantly impact their satisfaction due to its weak effect (0,046) in the linkage. The result can be explained by the fact that target population in this research were students who mostly download free applications and contents. However, the results indicate that functionality of devices, variety of content and its reliability are more important and effective strategies for mobile commerce providers than a simple price reduction (Choi et al., 2008) .
Based on the research results, the mobile commerce providers should (re)design their mcommerce applications to achieve: functionality (e.g. customization across devices), reliability (e.g. availability of content and services), convenience (e.g. ease of use), and visibility (e.g. design of screens).
The analysis of inner model shows that In particular, the satisfaction antecedents may include the level of enjoyment or entertainment.
